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HE SAID, SHE SAID
Do men and women really communicate different­
ly? It certainly seems, at times, that a different per­
ception of what was meant during a conversation 
between a man and a woman leads to their being at 
odds in their dealings with each other.
In Men Are from Mars, Women Are from Venus 
(Harper Collins, New York, 1992), John Gray wrote 
that, generally, a man defines himself through his 
ability to achieve results, whereas a woman defines 
herself through her feelings and the quality of her 
relationships.
He suggests that men usually like to think things 
through and experience fulfillment primarily through 
success and accomplishment. Achieving goals is 
important to men. Women, he believes, like to talk 
things out and experience fulfillment through shar­
ing, talking, and relating. Communication and the 
personal expression of feelings are important to 
women.
Men tend to want to know why and how much. 
They want to get to the bottom line, and want to 
know if they are admired and trusted. Because they 
are results-oriented, men focus on getting things 
done. They prefer to solve problems themselves but 
will seek advice from people they respect when they 
don’t have the answer. Men usually mean they want 
advice and a solution, not empathy and under­
standing, when they talk about a problem, and 
instinctively offer a solution when someone talks to 
them about a problem.
Women are more apt to want to know what and 
who. They want to enjoy the process, and want to 
know if they are respected and valued. Because they 
are process-oriented, women tend to focus on com­
municating and relating when someone talks to 
them about a problem. They tend to talk about their 
problems as a means of sharing feelings and creat­
ing closeness, and will ask directly for advice and 
help from someone to whom they feel close when 
they need or want it. Women often want empathy, 
understanding, and validation of their feelings 
when they talk about a problem, and instinctively 
offer empathy and sharing of a similar personal 
experience when other people talk to them of a 
problem.
In You Just Don’t Understand: Women and Men in 
Conversation (William Morrow and Co., Inc., New 
York, 1990) Deborah Tannen explains how men and 
women tend to view conversations differently. She 
writes that men view conversations as negotiations in 
which people try to obtain and maintain the upper 
hand. The goal is independence, achieved by estab­
lishing superior status and gaining control. Checking 
with someone is equated with seeking permission 
and implies lack of control and a limit on freedom.
What’s Inside
□ Dates and program set for AICPA national small 
firm conference, p.3.
□ Some familiar techniques can be used to educate 
clients about your firm’s services, p.3.
□ Meaningful practice development results can be 
achieved by an ongoing prospecting program, p.4.
□ PCPS advocacy activities (PCPS again invites pro­
fessors to NAAATS), p.4.
□ Your voice in Washington (Tax simplification sup­
ported by the AICPA passed by House), p.5.
□ Upcoming AICPA conferences, p.5.
□ AICPA organizes MAP large firm network, p.6.
□ Reminders about the Practicing CPA, p.6.
□ Letters to the Editor (Two sole practitioners 
respond to the invitation to discuss their experi­
ences), p.7.
□ Some thoughts on prospering through cycles and 
change, p.7.
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And expressions of sympathy can be viewed as con­
descending and suggest an inferior status.
Dr. Tannen says women view conversations as 
negotiations for closeness in which people seek and 
give confirmation and support to reach consensus. 
The goal is to obtain intimacy by establishing con­
nection, minimizing differences, and reaching con­
sensus. Checking with someone is viewed as a nec­
essary team process because the actions of one will 
have consequences for the other. And expressions of 
sympathy are viewed as rapport and imply under­
standing and caring.
What we say will determine what we get
Our choice of words can make a difference in how 
we are perceived and in how others subsequently 
respond to us. The following suggestions can help 
both men and women.
Own the problem. When there is a problem you 
want addressed, use words that show your willing­
ness to own the problem. “I have a problem,” “I need 
your help," “Will you ... for me?" When you do this,
He feels needed and part of the solution.
She feels respected and helpful.
Practice silence. Be silent when she is talking, 
especially about a problem. Be silent with him when 
he is resisting a request. When you do this,
He will find it easier to fulfill your request on his 
own terms.
She will feel listened to and understood.
Express appreciation. Offering positive feedback 
is essential when he or she responds to a request, 
whether or not the request is fulfilled willingly. 
Thank the person by saying specifically what he or 
she did that you appreciated and the difference that 
it made for you. When you do this,
He feels he has accomplished something and is 
valued.
She feels acknowledged for her support and caring.
Additional suggestions on language and style
For women
You will be better heard when talking with men if 
you are brief and to the point. Remember, he’ll be 
listening for the bottom line. The longer you take to 
explain your point, the more resistant he becomes 
to listening. Long explanations make him feel you 
don't believe he’ll support you. He’ll also begin to 
feel talked into giving his support instead of freely 
offering it. He might even view your discussions as 
extraneous and irrelevant—a waste of time.
Be direct. Say what you mean. Avoid implying a 
request through the form of a statement. Such an 
example might be your saying, “I just don’t have 
time to get the committee report out this week,” 
when what you really want to ask is “Would you do 
the report this week?” The request is never actually 
made, however. Frequent use of indirect requests 
make him feel he is being taken for granted or being 
manipulated.
For men
You will be better received when talking with a 
woman if you express sympathy. Take the time to 
say, I understand. The saying, “People don’t care 
how much you know until they know how much 
you care” can be especially true for women. When 
she talks about a problem, listen, first without inter­
rupting, then say something to let her know you 
understand and empathize with her feelings. Don’t 
even think about offering a solution until you have 
done this.
Offer constructive criticism. She needs to know in 
order to grow. Criticism is never easy to deliver, for 
any of us. It is especially difficult for men to deliver 
to women. Rather than give it, you tend to keep the 
criticism to yourself. This ends up working against 
both of you. She needs the feedback.
How to give criticism
For both men and women
Give criticism immediately and take care to use a 
descriptive approach as opposed to an accusatorial 
one. Say, "I have reviewed the client form and there 
is an adjustment I would like to have made with 
future reports. What I need is ....” Don’t say, "You’ve 
been doing these reports wrong.”
There are stylistic differences between effective 
and ineffective criticism. In ineffective criticism, the 
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focus is on who is the problem. Negative labels 
such as “idiot” or “stupid” are either expressed or 
implied, and the individual who is offering the 
criticism seeks to threaten and attempts to punish. 
This type of criticism is ineffective because it is a 
personal attack and violates the relationship.
Effective criticism, on the other hand, focuses 
on the problem, attaches no labels, seeks to ana­
lyze the problem, and attempts to solve it. This 
type of criticism is effective because it clearly 
states the problem, while remaining attentive to 
the relational implications.
You can use both positive and negative feed­
back to guide behavior. But the feedback must be 
specific and descriptive (with no labels expressed 
or implied, in the case of negative feedback) to 
produce positive consequences, y
—by Vanna Novak, M.C. Communications, Inc., 
1909 32nd Avenue W., Seattle, Washington 98199, 
tel. (206) 284-8336
AICPA National Small Firm 
Conference
The AICPA National Small Firm Conference for 
sole practitioners and partners in smaller local 
firms will be held on August 17-19 at the 
Sheraton Seattle Hotel and Towers in Seattle, 
Washington, and on November 9-11 at the New 
Orleans Marriott in New Orleans, Louisiana.
Discussion topics include the human side of 
client contact, mistakes made in managing 
practices, the anatomy of partnership success 
and failure, detecting fraud, errors and illegal 
acts, diagnostic interviewing for auditors and 
consultants, helping clients get more out of 
their financial statements, and assisting small­
er clients with internal control.
A new feature of this year’s program is a four- 
hour practice management roundtable. This 
session will enable participants to exchange 
ideas and experiences with peers.
Conference registrants can also participate in 
an extensive AICPA and Accounting Office 
Management and Administration Report prac­
tice management survey. (Survey results will 
be distributed to registrants.)
The registration fees are $495 before July 15 
and October 5, and $595 after these dates. 
Recommended CPE credit is 24 hours. To regis­
ter, call the AICPA meetings and travel depart­
ment, (201) 938-3232.
Educating Clients Is Good Business
As any marketing professional will tell you, it costs 
much more to acquire a new client than it does to 
retain a present one. To retain clients in today’s busi­
ness environment, many CPAs offer a wide range of 
services, beyond the traditional compliance func­
tions, that assist clients in the management of their 
businesses. Examples of such services include 
automation and small-business consulting, and busi­
ness valuations.
But how do you get the word out about your firm’s 
expertise in these nontraditional areas? Many CPAs 
are reluctant to inform clients unless specific needs 
are identified. And when a new service is appropri­
ate, there is still the fear that a presentation extolling 
the benefits of the service will take on the tone of a 
sales pitch that results in client skepticism rather 
than enthusiasm. In addition, the client usually 
knows nothing about the service. It is only consid­
ered when the CPA suggests it. What to do?
Ongoing client education is the answer. The easi­
est way to inform clients and the public about your 
expertise in nontraditional areas is through the use 
of the following familiar techniques.
□ Sponsor seminars. These can be an effective 
way to build relationships. Featuring outside 
speakers who have experience in the area, as 
well as firm personnel, can help the education­
al process.
□ Distribute newsletters. Firm newsletters are 
often general purpose. It might be necessary to 
focus more on achieving the educational objec­
tives.
□ Publish articles. Read several back issues and 
contact the editor about requirements before 
submitting articles to business publications. 
Have any published article reprinted on 
good-quality paper and send copies to your 
contacts.
The educational process is a continuing one, but 
worth the effort. Educated clients are more likely 
to make informed decisions about a firm’s ser­
vices and have realistic expectations about the 
benefits, y
—by Chaim Yudkowski, CPA, Grabush, Newman & 
Co., P.A., 515 Fairmount Avenue, Suite 400, 
Baltimore, Maryland 21286, tel. (410) 296-6300
Editor’s note: The Practicing CPA on Practice 
Development contains a number of articles on hold­
ing seminars and publishing newsletters and articles. 
To purchase the book, product no. 092100, cost 
$36.50, call the AICPA order department, (800) TO- 
AICPA. Ask for operator PC.
Practicing CPA, July 1994
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Optimal Prospecting
Prospecting is an essential activity that must be per­
formed continually in order to provide a firm with a 
stream of new clients. But if prospecting activities 
are to be cost-effective and successful, certain con­
ditions must be met. Let me outline some of these 
conditions.
□ The accounting firm must have a clear profile 
of the desired client.
□ The accounting firm must be committed to 
prospecting on an ongoing and proactive basis. 
Adequate resources must be allocated to the 
process.
□ Potential prospects should only be sought when 
present clients have been fully served and have 
been asked for referrals.
□ Soon after the firm obtains leads, potential 
prospects should be contacted and fact-finding 
appointments made.
□ During the first interview, potential prospects 
should be evaluated regarding their needs, abil­
ity to pay, service time-frame requirements, 
and accessibility of their decision makers to the 
CPA firm.
□ Potential prospects should be informed about 
the firm’s capabilities, not about individual 
accountants’.
□ Information obtained during prospecting 
should be summarized and stored in a manner 
that facilitates focused fact finding which leads 
to effective presentations.
□ Individuals who develop potential and qualified 
prospects should be recognized for their efforts. 
Recognition should not be given only to indi­
viduals who convert prospects into new clients. 
Some individuals may be better at prospecting, 
others at closing. Both contribute to practice 
development and should be recognized.
On a conservative basis, 10 qualified prospects 
will result in one client. So if a firm wished to obtain 
10 new clients a year, it will need to have 100 qual­
ified prospects to meet its objectives.
The type of prospects referred to are individuals 
and organizations with a need for complex and 
ongoing services which yield substantial annual rev­
enue, not prospects who need once-a-year services 
such as personal income taxes. The process should 
concentrate on financially healthy organizations 
that can provide an increasing revenue stream for 
the CPA firm.
A continuous flow of qualified prospects is a nec­
essary condition for success in practice develop­
ment. Without an ongoing and disciplined prospect­
ing program, this condition is unlikely to be real­
ized. With the establishment of such a program, 
Practicing CPA, July 1994
however, you will find that the availability of quali­
fied prospects can galvanize your firm into achiev­
ing meaningful and productive practice develop­
ment results. □
—by Vin Manaktala, Ph.D., Manaktala and 
Company, 37 Hilldale Road, West Hartford, 
Connecticut 06117-1412, tel. (203) 233-0788, FAX 
(203) 233-1088
Editor’s note: The above comments are excerpted 
from Mr Manaktala’s book, tentatively titled, 
Optimum Practice Development, to be published by 
Commerce Clearing House, Chicago, in 1995.
PCPS Advocacy Activities
PCPS again invites professors to NAAATS
With the strong involvement of former and current 
members of the private companies practice section 
technical issues committee (TIC), the AICPA 
National Accounting and Auditing Advanced 
Technical Symposium (NAAATS) is firmly focused 
on providing training and advice on advanced 
accounting and auditing issues to the partners and 
managers of local and regional CPA firms.
Last year, PCPS invited ten accounting professors 
from across the country to attend NAAATS as guests 
of the section. The idea of helping them gain a bet­
ter understanding of AICPA programs and the 
diverse experience in accounting and auditing that 
local firms can offer accounting graduates was a 
great success, according to letters received from the 
professors who attended as guests of the PCPS.
This year, PCPS has again invited ten accounting 
educators to attend the two seminars. Their names 
follow.
June 27-28 in Atlanta, Georgia—Karl 
Hackenbrack, University of Florida, Gainesville, FL; 
William Hillison, Florida State University, 
Tallahassee, FL; Paul Munter, University of Miami, 
Coral Gables, FL; David Reeder, University of 
Evansville, Evansville, IN.
July 28-29 in Las Vegas, NV—John Aheto, Pace 
University, New York, NY; Joseph Fairchild, 
Nicholls State University, Thibodaux, LA; Elaine 
Harwood, Boston College, Chestnut Hill, MA; Claire 
Purvis, California State University, San Bemadino, 
CA; Ronald Reed, University of Northern Colorado, 
Greeley, CO; Ray Thompson, University of 
Pittsburgh, Johnstown, PA.
For further information about this and other 
PCPS advocacy activities, call the PCPS staff, (800) 
CPA-FIRM. □
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Your Voice in Washington
Tax simplification bill supported by the AICPA 
passed by House
A tax simplification bill supported by the American 
Institute of Certified Public Accountants passed the 
House of Representatives for the third time on May 
17, 1994. Congress twice passed virtually the same 
bill in 1992 as part of larger bills, but they were 
vetoed by then-President George Bush.
The tax simplification provisions of the vetoed bills 
were non-controversial, and were championed by the 
House Ways and Means Committee chairman, as well 
as the AICPA. The simplification package, H.R. 3419, 
was reintroduced early in 1993 and the House Ways 
and Means Committee approved it last November.
H.R. 3419 contains provisions that would simplify 
laws relating to individuals, pensions, partnerships, 
international operations of U.S. corporations, tax- 
exempt bonds, estates and gifts, and a variety of other 
tax matters. The bill would also allow taxpayers to 
pay their taxes with credit cards.
House leaders delayed acting on H.R. 3419 because 
they feared it would become loaded with extraneous 
amendments in the Senate, which has more liberal 
rules about adding amendments to a bill during floor 
debate. House leaders oppose using H.R. 3419 as a 
vehicle for a broader tax bill because they think it 
would jeopardize the bill’s chances of being approved 
this year.
Joseph H. Gale, chief tax counsel for the Senate 
Finance Committee, told the 500 participants at the 
AICPA spring tax division meeting that he thinks the 
budget law’s revenue-neutrality requirement will act 
as a natural discipline to keep the bill clean. He cau­
tions against considering the bill’s passage to be a 
foregone conclusion, however, because of two fac­
tors. One is the Senate Finance Committee’s crowded 
schedule, which is dominated by health care reform. 
The other is that some of the revenue offsetting pro­
visions in H.R. 3419 have never been considered by 
the Finance Committee.
The AICPA also supports a bill, S.762, introduced 
by Sen. David Pryor (D-AR), which would simplify the 
rules governing private pension plans and increase 
access to these plans. To date, no action has been 
taken on this proposal, nor has the Senate taken 
action on a broad simplification measure.
The AICPA will continue to support these and 
other proposals aimed at tax simplification. In addi­
tion, the Institute is developing further suggestions 
for legislative consideration including initiatives 
involving corporate alternative minimum tax and 
the “earnings and profits” calculation required of 
corporations. Persistence, it seems, is still the key to 
achieving simplification of the tax code. □
Conference Calendar
Not-For-Profit Conference
July 7-8—Grand Hyatt, Washington, DC
Recommended CPE credit: 16 hours
Health Care Conference
July 25-26—Bally’s Casino Resort, Las
Vegas, NV
Recommended CPE credit: 16 hours
Practice Management/Firm Administration*
July 25-27—Loews Coronado Bay, San
Diego, CA
Recommended CPE credit: Up to 27 hours
Estate Planning Conference
July 27-29—The Minneapolis Hilton &
Towers, Minneapolis, MN
Recommended CPE credit: 26 hours
National Accounting & Auditing Advanced
Technical Symposium (NAAATS)
July 28-29—Desert Inn, Las Vegas, NV 
Recommended CPE credit: 16 hours
National Governmental Accounting and
Auditing Update
August 15-16—The Washington Renaissance
Hotel, Washington, DC
September 22-23—The Buttes Resort,
Tempe, AZ
Recommended CPE credit: 16 hours
Small Firm Conference*
August 17-19—Sheraton Seattle, Seattle, WA
Recommended CPE credit: Up to 28 hours
National Conference on Savings Institutions* 
September 7-9—JW Marriott, Washington, DC 
Recommended CPE credit: 21 hours
Public Relations Conference*
September 28-30—The Palmer House
Hilton, Chicago, IL
Recommended CPE credit: 18 hours
Practice Management/Marketing*
October 3-5—The Westin Peachtree Plaza, 
Atlanta, GA
Recommended CPE credit: Up to 27 hours
To register or for more information, call the 
AICPA CPE division, (800) 862-4272.
*For more information, call the AICPA meet­
ings and travel department, (201) 938-3232.
Practicing CPA, July 1994
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AICPA Organizes MAP Large Firm 
Network
Fellow practitioners from like-size firms are a leading 
source of helpful information and practice manage­
ment ideas. The issues facing one firm’s managing 
partner are rarely unique. Other firms often have sim­
ilar concerns. Practice management organizations 
that facilitate peer discussion of issues and ideas are 
usually both anticipated and highly regarded by the 
managing partners familiar with their benefits.
The American Institute of Certified Public 
Accountants has assisted regional firms in conduct­
ing such forums for a number of years. Practice 
Group B Advisory Committee, as this group of 
regional firms is known, provides a forum for the 
partners to meet for an exchange of views on issues 
particular to their practices. The value of these 
meetings is evidenced by the quarterly schedule the 
group maintains.
In 1989, in response to requests from its members 
that it provide opportunities for local practitioners 
to discuss various aspects of operating their firms, a 
similar forum was developed by the private compa­
nies practice section (PCPS) of the AICPA division 
for CPA firms. The PCPS programs, for practitioners 
in smaller firms, were referred to as TEAM meet­
ings, which stood for TEn (professionals) At Most.
This May, the AICPA management of an account­
ing practice (MAP) committee launched a new net­
work program for larger firms. The purpose of this 
program is to give managing partners of firms with 
over twenty-five AICPA members (excluding the 
national and Group B firms) an opportunity to dis­
cuss common management issues on an ongoing 
basis. At this first meeting, the discussions enabled 
the twenty-three participants to exchange views on a 
variety of partner, staff, client, and litigation issues.
Membership rules and future meetings format 
While the program will continue to operate with the 
assistance and counsel of the MAP committee, the 
network members will establish the group’s policies. 
The charter members agreed on the following rules 
for membership and format of future meetings.
□ The network will meet twice a year on a 
Monday in May and November.
□ Participants will share financial and operational 
data.
□ A firm forfeits its membership in the group if it 
misses two consecutive meetings.
Membership of the group may be expanded if a few 
more firms wish to join. If there is substantial interest in 
the MAP Large Firm Network, a second group will be 
formed. For information, contact Laura Inge, AICPA 
practice management division, (212) 596-6135. □
Reminders About the Practicing CPA
Distribution policy. Readers are reminded 
that since September, 1991, printing and mail­
ing of the Practicing CPA has been paid by the 
private companies practice section (PCPS) of 
the American Institute of CPAs division for 
CPA firms. One copy of the Practicing CPA is 
sent automatically to each practice unit and to 
those members who have specifically request­
ed it. If you would like to receive your own 
copy, send your name and address to the 
AICPA membership administration depart­
ment, Harborside Financial Center, 201 Plaza 
Three, Jersey City, New Jersey, 07311-3881.
Request for information. Readers are 
reminded that the main source of material 
for the Practicing CPA is practitioners. We 
would like to encourage the exchange of 
ideas and information concerning new meth­
ods, techniques, procedures, and forms that 
make managing an accounting practice easi­
er and more profitable. Just send your ideas 
to the editor at the Institute’s offices in New 
York.
Volumes of experience. Readers are remind­
ed that to help you benefit from the experi­
ences of your peers on managing an account­
ing practice, we have assembled the following 
volumes of articles collected from past issues 
of the Practicing CPA:
□ The Practicing CPA on Practice Development 
(product no. 092100) focuses on successful­
ly communicating with clients, developing 
niches and specialties, and marketing and 
selling services.
□ The Practicing CPA on Firm Management 
(product no. 092101) focuses on establish­
ing offices, planning, reviews, fees and 
billing, chargeability, collecting, and man­
aging for profit and growth.
□ The Practicing CPA on Partners and 
Personnel (product no. 092102) focuses on 
partner admittance, evaluation, compen­
sation and retirement, and on personnel 
selection, training, and management.
The price of each book is $36.50. To pur­
chase the books, call the AICPA order depart­
ment, (800) TO-AICPA. Ask for operator PC.
Practicing CPA, July 1994
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Letters to the Editor
(Sole Practitioners’ Experiences)
Sole practitioners: dinosaurs of the profession? A 
dying breed? Certainly not! Take, for example, Doris 
Stamper, a CPA who has the insight to suggest sole 
practitioners in her area network to “facilitate 
exchanges for our mutual benefit." (See the 
Practicing CPA, May 1994.)
It has only been through the support of CPAs in 
my community that I have been able to build and 
maintain my practice. The Maryland Association of 
Certified Public Accountants has always been able 
to direct me to a specific individual who could assist 
me with questions concerning professional ethics, 
quality review, and other matters.
As a member of the Association for ten years, I 
have served on the volunteer services committee, 
the local practitioners committee, and, most recent­
ly, the public relations committee. Among other 
activities, the public relations committee encour­
aged retention of a public relations agency to pro­
mote and enhance the image of all CPAs, and per­
suaded libraries in Maryland to host a “Tax Day" 
program. This involved CPAs devoting a Saturday in 
March to answering citizens’ tax questions.
All in all, I believe state societies and associations are 
a valuable resource for every CPA. I encourage sole 
practitioners to become active in their local chapters.
—Charles E. Stoll, CPA, 121 East Timonium Road, 
Timonium, Maryland 21093, tel. (410) 252-0259
I would like to respond to Doris Stamper’s letter 
about sole practitioners’ difficulties in sharing 
information with other professionals. We developed 
a solution to that problem by forming a tax discus­
sion group for certified public accountants and tax 
attorneys. The group meets once a month in a mem­
ber’s conference room or other suitable facility to 
discuss matters of mutual interest and to hear pre­
sentations by members or outside speakers.
Ten to fifteen people attend each meeting, which 
usually consists of a forty-five-minute to one-hour 
presentation followed by a discussion of up to an 
hour of current topics or tax problems and situa­
tions we have encountered. The second part of the 
program is particularly helpful to us, and also 
encourages networking with other professionals 
whom one can later call for assistance and infor­
mation.
It was quite easy to organize our group. We used 
our state board of accountancy membership roster to 
find CPAs in our general vicinity who were amenable 
to the group’s formation. We would encourage oth­
ers, particularly sole practitioners, to develop simi­
lar groups for the technical and marketing support 
they offer.
—Victoria L. Corwin, CPA, Hunter Hagan & 
Company, Ltd., 6991 East Camelback Road, Suite C- 
280, Scottsdale, Arizona 85251, tel. (602) 946-0751
Prospering Through Cycles and Change
There is no doubt about it, changes in the fabric of 
our society are bringing considerable challenges. 
There is no doubt, too, that CPAs are under consid­
erable pressure because of the changes. CPAs are 
not alone in this regard, however. Dealing with 
change is a wrenching process for many organiza­
tions and individuals. Not only must responses be 
created to deal with the effects of tangible changes, 
but the reactions of people must also be taken into 
account.
Dealing with change can be especially difficult for 
highly trained, successful individuals. The process has 
to start with a willingness to question old ways that 
have worked well over the years, in order to determine 
whether they will work in the future. If it is apparent 
the old ways won’t work, their modification or elimi­
nation will need to be the order of the day.
Difficulties arise with this because the old ways of 
performing tasks are often accepted as though they 
were well-thought-out in the beginning. This isn’t 
always the case. Often, what is now a time-honored 
tradition developed by chance.
Established practices also develop through the 
ways in which we deal with problems. Pressures of 
time and tradition tend to prevent individuals and 
organizations from completely resolving problems. 
Instead, problems are contained. A hasty solution 
then has a habit of becoming the next problem, and 
the pattern continues.
Eventually, these successive solutions develop a 
life and structure of their own. They become the 
organizational culture, the bureaucratic procedure 
or, simply, “the way we do things around here.”
All this resistance being as it may, the rate and 
nature of the changes being experienced today 
require new approaches to dealing with them. It 
helps to separate change into different categories.
First, many of the changes being discussed are not 
real. They are false. Examples would include reports 
on what constitutes a healthy diet or the amount of 
violence in society. False change can largely be ig- 
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(continued from page 7)
nored and the time thus saved used to focus on the 
underlying fundamental issues.
The next type of change is cyclical—the ups and 
downs of business, investments, and life. Cyclical 
change can have dramatic, yet relatively predictable 
effects. The difficulty in dealing with such change 
is due to human emotions. When things look bright, 
there is a tendency to think such conditions will 
continue forever. Conversely, when the cycle turns 
and conditions become difficult, doomsayers domi­
nate. Technically, cycles do constitute change, but 
their repetitive nature lessens their effect.
On occasion, significant changes do occur, and when 
they do, these so-called paradigm shifts fundamentally 
alter the environment in which we all operate. The 
move from the industrial age to the information (or 
knowledge) age is such a fundamental change.
Flexibility is necessary if one is to thrive during such a 
period.
The key to dealing with fundamental change is to 
continually question old ways and modify them when 
and as necessary. In this environment, the tradition­
al control and discipline-oriented, hierarchical man­
agement style is fast becoming an anachronism. It 
may still make sense in those circumstances in which 
change is slow, but in most cases a new management 
style will be necessary. This will be based on vision, 
commitment, and teamwork. It will be a manage­
ment style that supports creativity and flexibility.
To thrive in the future, you must act today. You 
must make your plans, set your strategies, reorga­
nize, and re-engineer. Then, make it happen. □
—by Alan J. Parisse, Alan J. Parisse & Associates, Inc., 
1630 30th Street, Suite 304, Boulder, Colorado 80301- 
1014, tel. (303)444-8080, FAX (303) 442-1819
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